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THE CPA’S ROLE IN BUSINESS ETHICS
Every day, it seems, one reads articles about some
company or political figure breaching the public
trust through ethically questionable actions. Less
often reported are the inappropriate actions of the
family business owner who misuses power or posi
tion for personal benefit, or who uses poor judg
ment as a fiduciary when acting for other stock
holders.
We all recognize the difference between right and
wrong, even in today’s complex society. Or do we?
Consider the following questionable situations, for
example, and decide what course of action would be
appropriate to you in your role as CPA and business
advisor.
John runs the family real estate business, which is
involved in land development and property manage
ment. John owns one-third of the business, and his
two sisters, neither of whom is active in the busi
ness, own one-third each. John learns of an attrac
tive strip center available at a great price with seller
financing, and decides to buy it for his own account
(rather than for the family business) without men
tioning it to his sisters.
John manages the strip center as he manages the
family’s portfolio of jointly owned properties. The
situation becomes apparent to you—as the family’s
CPA—and to the sisters, however, when certain
expenses of the two operations become intermin
gled. Can you help John straighten out the accounts
and, at the same time, come to a better understand
ing with his sisters?
Sharon runs the family’s retail clothing store chain,
which she owns with her five cousins. Several of the
stores need to be renovated, and Sharon awards a
contract for the work to her husband James, a car
penter, without requesting any outside or competi
tive bids.
James subcontracts the work to another construc

tion company for half the contract price, oversees
this company’s work, and retains the remainder of
the money as a construction management fee. As
the company CPA, what is your responsibility to the
cousins who are not aware of the costs or the cir
cumstances of the renovations?
When Bentley started working in the family’s hotel
business, he enjoyed attending “Classic Car” shows
with his father, who was something of an amateur
collector. Bentley bought his first “Bentley” ten years
ago with funds from an annual bonus. Since his
father’s death, however, Bentley has used company
funds to purchase five more cars of this make, and
now has one of the finest collections in the country.
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Bentley keeps the cars in a temperature-con
trolled garage at the company’s offices, and one of
the employees, who is a skilled mechanic, maintains
them as part of his job. The problem is that
Bentley’s brother, Royce (an equal shareholder in
the hotel company with Bentley), has just found out
that the cars were purchased with company funds
and are maintained as a corporate expense, and is
extremely annoyed about it. How can you help the
brothers come to a reasonable agreement as to what
is a legitimate business expense and what is not?
How do values go astray?

Are these clients knowingly crossing the line, or are
they just confused about business ethics? Sometimes,
there are additional facts, not readily apparent, to
explain particular actions.
As a client’s business evolves, you see different
issues move to the forefront. In the beginning, own
ers usually manage the business themselves, with
few employees and no outside or inactive-shareholder concerns. At that stage, it is relatively easy to
keep customers happy and to convey family-busi
ness values to the few employees, who are often
other family members. Clients often make personal
financial sacrifices to ensure the survival of the
business (their major concern), and stand to reap
substantial benefits later, if the business is finan
cially successful.
Ethical lines may blur

As a business grows and prospers—but is still man
aged by the first-generation owners—cash flow can
begin to support such costs as business-related trav
el and conventions, which can and should be
charged legitimately to the business. As charging
items to the company becomes progressively easier,
however, ethical lines may begin to blur. Is there a
need to always book first-class air travel, for exam
ple, or to have company cars for every active family
member? In a similar vein, are company-owned
vacation homes and the corporate plane used only
for business?
You can serve as family advisor as well as CPA by
helping family members understand the reason

ableness of family-business perks. Future stake
holder relations are affected by where other family
members believe the line should be drawn. Some
may be operating under different standards or
believe different rules apply according to family lin
eage.
The next generation’s experience

Next-generation owners coming into the business,
who might have been too young in the “sacrifice”
years to remember the financial hardships, may
present a special challenge. As they mature and
enter the family business, they may envision a piggy
bank of perks for owners, satisfying a lifestyle and
compensation philosophy based more on personal
wants than on good business judgment.
A sound, rational compensation policy for both
active and inactive family members may be foreign
to the experience of next-generation owners. Your
challenge is to help them understand the difference
between a perceived expense that can be charged to
the business and a real expense of doing business.
Times change
Active family members who become next genera
tion owners, along with nonactive siblings or
cousins, may believe themselves held to a higher
ethical standard than the previous generation. But
is this really a “higher" standard or are they simply
using a different measure of accountability due to
changed circumstances? These aren’t easy issues to
address, but they should be discussed to determine

the source of the problem. Sometimes, it is simply a
misunderstanding. Other times, personal self-inter
est really has overshadowed an ethical action.
Turning problems into solutions

When you identify business practices that appear to
be straying from ethical standards, you are in a
position to turn the problem into a winning situa
tion for the client.
You can initiate non-confrontational meetings
among business partners, point out your concerns,
and offer constructive suggestions for bringing
business practices back in line with what is appro-
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Keys to Dynamic Sales
What a Family-Business Ethics Policy
Should Include

□ Admonitions against self-dealing for
corporate officers.
□ Expectations that full-time family
employees spend full time on business
affairs.
□ Full disclosure of business and finan
cial information to all shareholders.
□ Standards of fiduciary behavior for
company officers.
□ Guidelines regarding family access to
corporate perks, including shared use of
company-owned assets, such as vaca
tion homes, airplanes, and boats.
□ Process for presenting and discussing
questionable practices.

priate and acceptable. As their CPA, you can identi
fy better accounting methods with more informa
tive disclosure, and encourage clear, concise com
munication within the business. It is when expecta
tions are fuzzy, communication is poor, and
accountability and oversight are unclear that ethical
decisions become perplexing.
You can help clients pinpoint potential weakness
es and avoid problems. You can make them aware
of the ethical dimensions, as well as the tax impli
cations, of business decisions and, as a result,
potentially avoid or reduce conflicts among family
business stakeholders.
A constant guidepost
Because you are working with many different busi
nesses, you are knowledgeable about best practices

that can be adapted to clients’ specific needs. Over
time, business managements that value sound ethi
cal principles will increasingly seek your judgment
and counsel as a value-added service. You can
become a valuable resource and authority whenever
management wants advice on governance issues
involving finance. □
—by Mike Cohn, The Cohn Financial Group, Inc.,
5080 North 40th Street, Suite 235, Phoenix, Arizona
85018, tel. (602) 468-9667, FAX (202) 468-9704

Editor's note: Mr. Cohn is author of Passing the Torch:
Succession, Retirement & Estate Planning in FamilyOwned Businesses (New York: McGraw-Hill, 1992).
To purchase the book (discount cost to AICPA mem
bers, $15), call (800) 422-3883. Ask for operator 15.

In my work with CPA firms, I find that a common
reason many CPAs don’t make outstanding sales
presentations is that they fear appearing too pushy
and aggressive. I tell them not to worry. CPAs have
a long way to go before being perceived as too
aggressive. The day has yet to come that when the
telephone rings, and people say, “Oh, is that anoth
er CPA calling?”
But even though you really don’t have to worry
about seeming pushy when making that outstand
ing sales presentation, the first step is to get the
appointment to make the presentation. That is the
goal of all marketing strategies—to get leads for
making sales.
Firm growth depends on obtaining new clients
and selling new services to current clients. Both
efforts require firm personnel to be trained in rec
ognizing opportunities, giving professional presen
tations, and closing sales. Let’s see what is involved.
Referrals

Everyone knows that the best way to obtain new
business is through referral sources—present
clients, lawyers, bankers, and so on. But again, not
wishing to appear pushy, not everyone is keen on
asking for referrals. Niche practices can grow rapid
ly, however, when the CPA actively seeks good refer
rals from good clients. Here are some ideas.
Tell the client how much you have enjoyed work
ing with him or her the past few years and seeing
the company grow. Explain that you believe others
can benefit from your overall experience and spe
cialized knowledge and that you wish to obtain
more clients in the industry.
Ask who the client knows with a similar busi
ness—a friend, perhaps, or someone in his industry
association. You need to make sure you are given
the name of the decision maker and should find out
all you can about this individual. Then ask whether
you have the client’s permission to contact the per
son and use the client’s name.
Sometimes, the client needs some gentle prod
ding, not because he doesn’t wish to refer, but
because he needs to think it over. Help by asking
questions that might bring people to mind. Usually,
after thinking of one name, clients will think of oth
ers, especially if you are specific about the type of
prospect you want. And whether or not new busi
ness results, always let clients know how much you
appreciate their referrals.
Telephone calls
For many people, making the phone call to a
prospect causes more trepidation than asking for a
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referral. But the purpose of the call is only to set an
appointment, not to sell someone your firm’s ser
vices. The best advice is to put aside any fears of
rejection or embarrassment for at least one call.
After that, it becomes easier, and you build up con
fidence the more calls and appointments you make.
If the call is prompted by a referral—someone the
prospect holds in high esteem—you have an easy
introduction. You could say, for example, “Your
good friend, John Smith, president of your industry
association, suggested I call you to hear about your
business plans and tell you how our firm might be
able to assist you. Would you like to have lunch
later this week?”
A key point to remember: Classify prospects
before calling. “A” prospects are referred by some
one they respect. They have sufficient funds to pur
chase your services, and you have information
about them. “B” prospects have funds to purchase
your services, but you don’t have much information
about them. “C” prospects don’t meet the above cri
teria. Their names should be added to your mailing
list to receive client newsletters and similar materi
al. Call “A” prospects first. You will have a much
higher closing rate for appointments, and the
opportunity for obtaining business is better than
with the other categories.
Presentations that produce results

The person who controls the conversation is the
person who asks questions. Uncovering prospect’s
critical needs is essential to making a sale.
Inexperienced sales people often go to an appoint
ment armed with descriptive brochures and lots of
persuasive things to say. They try to impress the
prospect by talking about their own company and
the benefits of its services and products.
In a powerful presentation, the opposite happens.
The presenter asks questions about the prospect’s
needs and then explains how the firms’ services can
help meet these needs.
Asking questions demonstrates your interest and
gives you the opportunity to learn about the
prospect and the prospect’s company, and to dis
cover any hidden concerns there may be about
engaging your firm. And, as stated before, it allows
you to lead the conversation in the direction you
want it to go.
If prospects ask you a question, find out how
important the issue is to them before responding at
length. Don’t get caught presenting various options
and benefits, only to find out they are not really
interested in them—they were just wondering.
How to deal with objections and stalling
The important rule here is not to be put off by objec

Practicing CPA, April 1997

tions and stalling. Of course, you are looking for
agreement, but you won’t reach it if you can’t get
past these two hang-ups.
You can soften objections by asking for more
information on concerns in that area. Turn an
objection into a question, such as, “You are asking
me how you can afford our fees? Let me respond
this way.” Then sell them on value. Compare ser
vices and show how your suggestion would save
money, in the long run. Also, use illustrations or sto
ries, such as, “I have a client who asked me the same
question, sometime back. Now he tells me it was the
best thing he ever did because....”
Stalling can be dealt with by demonstrating how
the concerns are really details which will fall into
place once the decision is made and the engagement
begins. Reassure the prospect that action taken now
will head the company in the right direction.
Closing the sale
Finally, you are ready to ask the prospect for his or
her business. It will be easier to ask now because
you have a good idea of what is needed and wanted,
and whether the prospect is going to say yes. The
close becomes the natural consequence of a good
presentation.
A closing line would be to tell the prospect what
you need to begin and set a date (immediate future)
for starting the work. Any similar statement that
makes it easy for the prospect to take action is a
good close. Remember, though, he who speaks first
loses. In other words, remain silent after asking for
the business. If you get nervous and speak first, you
open the door to creating doubts and the opportu
nity for procrastination.
In conclusion, the selling process is really a cycle
of events. Prospecting, asking for referrals, and
marketing are followed by phone calls to set the
appointment. The appointment comprises purpose
ful questioning, surfacing and dealing with objec
tions, and closing the sale. Then you repeat the
process.
Basically, not having enough contacts and not
closing after a presentation are the only reasons
why someone cannot obtain more business. And a
program where everyone is well-trained for his or
her part in the marketing and selling of services can
really maximize a firm’s opportunities for new busi
ness. I’m convinced you’ll find that creating a mar
keting culture in your firm will make all the differ
ence between mediocre results and dynamic sales
success. □

—by Danna Beal, Danna Beal Consulting, N. 10138
Seminole, Spokane, Washington 99208, tel. (509)
466-2619, E-MAIL DSB@cet.com
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Your Voice in Washington
AICPA makes taxpayer rights recommendations
to IRS Restructuring Commission
At a recent hearing of the National Commission on
Restructuring the IRS, the AICPA recommended a
host of changes that, if implemented, would provide
greater protection for taxpayers.
The Institute called on Congress to pass legisla
tion to ensure that taxpayers know they are entitled
to representation during an interview with IRS offi
cials and to make the time and place of an exami
nation as requested by the taxpayer, to the extent
reasonable under the circumstances.
Among the AICPA’s recommendations that the
IRS could make administratively are:
□ Implementing comprehensive interest netting.
□ Requiring IRS revenue agents to conclude that
they have at least a realistic possibility of success
before proposing an adjustment against a taxpayer.
□ Allowing a third party, who does not have a
power of attorney, to discuss with the IRS a
notice and related taxpayer account by use of a
Personal Identification Number printed on the
notice sent to the taxpayer.
□ Notifying a taxpayer prior to the application of an
overpayment to a balance due on the taxpayer’s

other accounts.
□ Completing audits of individual taxpayers within
the legal time allotted, without need for exten
sion.
For a copy of the testimony, call the AICPA Fax
Hotline, (201) 938-3787; it is document no. 964.
Volunteer protection bill introduced in House

A bill to protect volunteers of tax-exempt organiza
tions from personal liability has been introduced in
the House by Rep. John Porter (R-IL) with 103 co
sponsors. The measure, H.R. 911, encourages states
to enact volunteer protection legislation through
the offer of an increased allotment of Social
Services Block grants to those states that comply.
The AICPA supports Rep. Porter’s effort.
Internet taxation legislation expected soon
Bills to prevent states and localities from imposing
any new taxes on Internet access or services until a
comprehensive national policy for taxing electronic
commerce is developed are expected to be intro
duced soon by Rep. Christopher Cox (R-CA) and
Senator Ron Wyden (D-OR). The goal of the legis
lation is to relieve businesses from having to com
ply with myriad state taxes on electronic commerce.
The AICPA tax division already has a task force
working on the challenges posed by electronic com
merce. □

Conference Calendar
SAS no. 82 Implementation Presentations
April 28—Back Bay Hilton, Boston, MA

April 28—Marriott, Colorado Springs, CO
April 29—Omni, Los Angeles, CA
April 29—Ritz-Carlton, St. Louis, MO

April 30—Downtown Marriott, Cleveland, OH
April 30—The Fairmont, Dallas, TX
May 8—The Fairmont, Chicago, IL

May 8—Royal Sonesta, New Orleans, LA
May 9—Capital Hilton, Washington, DC
Recommended CPE credit: 4 hours

Employee Benefits Conference
April 30-May 2—Hyatt Regency,
San Francisco, CA
Recommended CPE credit: 24 hours

Spring Tax Division Meeting
June 2-4— JW Marriott, Washington, DC
Recommended CPE credit: 8 hours

Tax Strategies for the High Income Individual
June 4-6—Flamingo Hilton, Las Vegas, NV
Recommended CPE credit: up to 23 hours

Practitioners Symposium
June 7-11—Sheraton, New Orleans, LA

Recommended CPE credit: 40 hours
OMB A-133 In-Depth 97
June 11—Grand Hyatt, Washington, DC
Recommended CPE credit: 5 hours
Not-for-Profit Conference
June 12-13—Grand Hyatt, Washington, DC
Recommended CPE credit: 16 hours
Investment Planning
June 23-24—Grand Hyatt, New York, NY
Recommended CPE credit: 15 hours

To register or for more information, contact
AICPA Conference Registration, tel. (800) 8624272.
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How to Build High-Quality Work
Relationships
Although they may deny it, most people are con
cerned about themselves and their image, and
worry about what others might think of them.
People need to be acknowledged and to feel valued.
They need to know they have worth to others.
There are other realities worth keeping in mind.
People are attracted to and like being around indi
viduals who acknowledge them and make them feel
important. All in all, people have a strong need to
think well of themselves.
Knowledge of these fundamental truths can be
helpful in dealing with people. Following are some
ideas for using this awareness to build high-quality
work relationships.
Perception equals reality

In reality, communication is not what you say or
thought you said—it is how other people interpret
what they hear. In other words, communication is not
intent—it is perception, and perception equals reality.
Lack of communication is often perceived as
indifference. In fact, two-thirds of the time relation
ships are lost is because of a perceived feeling of
indifference. The problem is, we tend to take rela
tionships for granted.
Researchers have determined that fifteen differ
ent skills are needed in dealing successfully with
people. You might wish to refer to the following
exhibit to see which ones you find most challenging
and which are easiest for you.
Essential Human Relations Skills

(Not in Rank Order)

□
Rapport with people.
□ Social poise, self-assurance, and confi
dence.
□
Consideration of others.
□
Tact and diplomacy.
□
Self control.
□ The ability to analyze facts and solve
problems.
□
The ability to make good decisions.
□
High standards.
□
Tolerance and patience.
□
Honesty and objectivity.
□
The ability to organize time and priorities.
□
The ability to delegate.
O The ability to create enthusiasm.
□
Persuasiveness.
□
A high concern for communication.
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Effective feedback for productive results
To nurture the development of other people, you
need to acknowledge them with both positive and
negative or critical feedback. The success of this
effort depends on your ability to offer the feedback
in an effective manner, however.
First of all, you must have earned the right to crit
icize. This requires you to demonstrate your respect
for that individual as a person. You have to clarify
your motives if negative feedback is to be viewed

constructively by the recipient.
Criticism is ineffective if it is done publicly and
embarrasses the person, or if it attacks the individ
ual, threatens, and seeks to punish. Criticism is also
ineffective if it involves the use of negative labels
such as "stupid” and “dummy,” and negative phras
es such as, “Let me see if I can put this into language
you can understand.”
Criticism is effective when it addresses and ana
lyzes the problem, and when it seeks to help the
other person. Effective criticism states the problem
clearly, while remaining attentive to relationship
implications.
Using positive and negative feedback
to guide behavior
Basically, there are four types of feedback—positive
specific, positive general, negative specific, and neg
ative general. Let’s look at each briefly.
Positive specific feedback is tied to a specific
action, and the recipient clearly knows what he or
she did to earn it. An example might be, “That was
a good report. You took it from six pages down to
three, and from full-text to outline form. It’s so
clear. The client is pleased." This is the best type of
feedback to give because it is not subject to inter
pretation.

Positive general feedback is not tied to any specif
ic action. An example might be, “I really like having
you on the team.” This type of comment can sound
patronizing or manipulative, after a while. Use it
only occasionally and only if you are giving mostly
positive specific feedback.
Negative specific feedback does not use or imply
labels or attach blame. The focus is on the prob
lem, not the person, and the individual knows pre
cisely what he or she did that needs to be changed.
An example might be, “The report you gave me
this morning needs a couple of changes. At the
bottom of the second page, here, instead of this, I
would like it to read this. And then on top of the
third page....” This is the best way to offer negative
feedback.
Negative general feedback makes liberal use of
negative labels. The language and tone are threaten
ing, perhaps even insulting. You would only give
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this type of feedback if the situation is such that you
are willing to lose the relationship.
An example of such a situation might be if you
have had the same problem with the same employ
ee for the past five years, and you have negotiated
and renegotiated it, and the problem has not been
solved. While you refrain from using negative
labels, you make it absolutely clear that the situa
tion is serious and that something has to change.
How to “handle” the angry complainer
The goal should be to give the person an opportuni
ty to vent his emotion because he will never be
ready to talk about resolution until he has. So, listen
without interrupting (people start all over again if
interrupted), and when he has finished, make a
regret statement. This is an honest expression of
sympathy. “I am sorry this occurred,” for example.
Avoid saying “you” or “your,” as in “I am sorry

about your confusion.” Say, “I am sorry about the
confusion.”
Next, you need to make an empathy statement to
show you understand. The empathy statement must
reflect some of the feelings being expressed by the
angry person, convey understanding, and paraphrase
the content of the message. Don’t paraphrase the
emotional part of the outburst.
Stay alert for anything with which you can agree.
Initially, do not attempt to explain the situation or
defend any action, and definitely don’t argue with or
correct the angry person.
Take a few steps to solidify the relationship.
Thank the individual for coming to you and ask if
there is anything else you can do to help. If appro
priate, follow up a few days later.
The most important relationship
Amidst all the effort to build high-quality relation

ships with others, don’t overlook the most impor
tant relationship of all—the one with yourself.
Develop a passion, a purpose, a mission, a sense of
contribution. Build a support system for yourself.
Surround yourself with people who support you,
people who lift your spirits rather than wear you
down. And remember: Without failure, there can be
no success. So, fail successfully.
Appreciate yourself for who you are and what you
can be. It is so easy to look at others’ achievements
and to put yourself down as a result. Weigh your
life’s priorities. When you are absolutely clear on
what is most important to you, the more effective
you will become. □
—by Vanna Novak, M.C. Communications, 1909
32nd Avenue West, Seattle, Washington 98199, tel.
(206) 284-8336, FAX (206) 284-6433

The MAP Large Firm Network
Fellow practitioners from like-size firms are a lead
ing source of helpful information and practice man
agement ideas. The issues facing one firm’s manag
ing partner are rarely unique. Other firms have sim
ilar concerns. Practice management organizations
that facilitate peer discussion of issues and ideas are
usually both anticipated and highly regarded by the
managing partners familiar with their benefits.
In May 1994, the AICPA management of an
accounting practice (MAP) committee launched a
new network program for larger firms. The purpose
was to give managing partners of firms with twentyfive to forty-nine AICPA members (excluding the
national and Group B firms) an opportunity to dis
cuss common management issues on an ongoing
basis in a roundtable format. Network members
agreed to meet twice a year in May and November,
share financial and operational data, and to forfeit
membership in the group if they miss two consecu
tive meetings.
Guest speakers on topics selected by the members
are usually part of each meeting’s agenda. At the
next MAP Large Firm Network meeting on Friday,
May 2 in San Francisco, the featured speakers will
discuss recruiting and retaining CPAs and strategic
planning. To obtain information about joining the
MAP Large Firm Network, contact Barbara
Vigilante at the AICPA, tel. (800) CPA-FIRM. □

Ten Phrases to Better Client Service
Clients and prospects wish to be assured that you
will provide quality service. Your remembering,
using, and acting on the following phrases should
help dispel any doubts they have in this direction.
□ How may I help?
□ I can solve that problem.
□ I will take responsibility.
□ I don’t know the answer, but I’ll find out.
□ There will be no unpleasant surprises.
□ I will keep you updated.
□ I will deliver on time.
□ It will be just what you requested.
□ The job will be complete.
□ I appreciate your business.
Constantly proving you care about clients is one
of the essential steps to obtaining referrals and
more business. 0

—by Marty Richardson, Services Marketing
Specialists, 672 Woodbridge, Suite 201, Detroit,
Michigan 48226-4302, tel. (313) 446-1021, FAX (313)
446-1023
Practicing CPA, April 1997
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Private Companies Practice Section

grams, and products.
PCPS serves as a national association of CPA
firms and advocates on their behalf before the
AICPA, regulatory and standard-setting bodies, and
other organizations in protecting and promoting
local and regional firms’ interests.
In terms of the importance of PCPS activities,
respondents rated PCPS’s providing local firm per
spective to the AICPA board of directors most
important (4.87, on a scale of 1—not very—to 6—
very), followed by its efforts to combat standards
overload (4.80), and acting as a spokesperson to the
AICPA (4.72).
Respondents believe PCPS has an important role
to play in supporting the highest possible level of
uniform certification and licensing (73 percent),
standards and performance (71 percent), and advo

AICPA,

Member firms respond to PCPS survey
In late 1996, private companies practice section
(PCPS) member firms received a survey designed to
gauge their needs and viewpoints on critical issues
such as standards overload and PCPS activities, pro

cacy (70 percent). They expressed satisfaction with
PCPS’s making available free to its members the
AICPA Compilation and Review Alert, the AICPA
Audit Risk Alert, and the Practicing CPA, and with its
support of the National Accounting and Auditing
Advanced Technical Symposium and the National
Practitioners Symposium. Practitioners who use
these publications and have participated in the sym
posiums gave high marks to them.
Survey respondents believe the most pressing
problems they face involve staying current with
technical developments, maintaining professional
standards, dealing with various personnel issues,
and increasing competition. They cite tangible ben
efits, business requirements, and professional
enrichment as the most important reasons for
maintaining PCPS membership.
The PCP executive committee has appointed a spe
cial task force on PCPS differentiation to consider
PCPS membership requirements and member bene
fits. Comments and suggestions for the task force may
be sent to Barbara Vigilante, PCPS firm advocate, via
mail to the Institute’s New Jersey office, tel. (800)
CPA-FIRM, or FAX (800) FAX-1112. □
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